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ABSTRACT

There are many studies that focus on customer satisfaction and possible
switching in service industries (Keaveney, 1995; Levesque and McDougall,
1996; Mittal and Lassar, 1998). Thus, understanding what leads to customer
satisfaction and why they switch from one retail bank to another is vital in order
to ensure sustainable profitability. The purpose of this research was to ascertain
customers’ perceptions of the four biggest retail banks in South Africa and to
what extent these perceptions can lead to possible switching between banks.
This was done by adapting the research of Parasuraman, Zeithaml and Berry
(1988) to the South African retail banking context.

A conjoint study was undertaken and the results showed that customers have
generally positive perceptions of customer service in South African retail
banking. They also perceive core service failures to be the most important
switching consideration, followed by assurance, reliability and attitude and bank
charges. A model depicting a personal threshold where the perceived possible
future utility gained from switching to another bank surpasses that of the

perceived utility at the current bank was also introduced.

By understanding the levels of customer satisfaction, coupled with their needs
and switching intentions, retail banks will be able to better understand customer

behaviour and possible future switching.



DECLARATION

I, Altus Geoffrey Stenekamp, declare that this research report is my own work
except as indicated in the references and acknowledgements. It is submitted in
partial fulfilment of the requirements for the degree of Master of Business
Administration in the University of the Witwatersrand, Johannesburg. It has not
been submitted before for any degree or examination in this or any other

university.

Altus Stenekamp

26™ July 2011



DEDICATION

This research report is dedicated to my spouse, Emile, and my parents, Geoff
and Eileen Without their help, support and patience, the completion of this

report would not have been possible.



ACKNOWLEDGEMENTS

I would like to acknowledge the following:

e My spouse, Emile, for trying to understand the complexities of an MBA

e My parents, for their love and support on various levels

e My supervisor, Associate Professor Anthony Stacey for his vast

knowledge, expertise and never saying no

e My fellow MBA full-time students for keeping me on my toes.

e iFeedback for the data collection

e Lastly, my Heavenly Father for giving me the perseverance, strength and

will to realise my inner potential.



TABLE OF CONTENTS

A B S T R A CT e e e I
DECLARATION . . e e e e 1
DE DI C AT ION . . i e e vV
ACKNOWLEDGEMENT S ..., vV
LIST OF TABLES. ittt iiitiiiiiiiiisseasissenssssnnssssnnsasssnssssnnsnnens IX
LIST OF FIGURES ..o X
1 INTRODUCTION ..o e e 11
1.1 PURPOSE OF THE STUDY .tttttuitieenesteenensesesnessetnestenssssentasssensnssrensasnrenens 11
1.2 CONTEXT OF THE STUDY «.tttnen et eee e e eeee e e e e e e e e e e ee e e e e e e e e eee e eaaneeaenns 11
1.3 P ROBLEM STATEMENT ettt ettt et et e e e e e e e e e et e e e e e e e e e e enens 12
I T N |V N TN =T =T ) = I = PR 12
L1.3.2 SUB-PROBLEMS ...etuientietet ettt et e et e e et e e e e et et e e e et e e et ee s et eeeeaeenrenaaeneennes 12
1.4 SIGNIFICANCE OF THE STUDY .rteneneeteen e eeaeee e e e e e eaeaee e e ee e eaeeeeeaeanaeaenns 12
1.5 DELIMITATIONS OF THE STUDY uitttuitieentnieseeneeseenessensnsssenssssensnssseneasnrenens 13
1.6 DEFINITION OF TERMS ...euitieenitte ettt eeen st eaea e e ea e e este s es e tasn e reaenreens 13
1.7 AS SUMPTIONS & .t tteett et e e et ettt e et e et e e e e et e et et e e e e et e e e re e en s e enenrenens 14
2 LITERATURE REVIEW. ... 15
2.1 INTRODUGCTION .. eteete et e e e e e e e e e e e 15
2.2 BACKGROUND DISCUSSION ...euiteeneneeteneneesenenesseenesseensssesnessensnssrenensnreens 15
2.3 PERCEIVED CUSTOMER SATISFACTION AND LOYALTY IN THE BANKING SECTOR
.............................................................................................................. 17
2.3.1 CUSTOMER SATISFACTION, RETENTION AND LOYALTY .oiuiiniiieiiiiieieeieeeeeee e 17
(@00 ={ SIS =1 =V o = 20
........................................................................................................................................ 20
2.3.2 CUSTOMER PERCEPTIONS OF QUALITY AND VALUE.....c.cutuiiiiiiiiiiiiiiiieeeeeeeniinnnne s 20
2.3.3 PROPOSITION ONE — PERCEIVED CUSTOMER SATISFACTION ...ccuiivernrereeneenieenrennns 22
2.4 SWITCHING BEHAVIOUR OF INDIVIDUAL CUSTOMERS ...cuteieeeeeeeaeeeeeaeenaeenns 22
2.4.1 THE DYNAMICS OF SWITCHING . .uuttuttttettittettetetsenaesstatesseresssearesrereesnsenresnreaees 24
2.4.2 DETERMINANTS OF SWITCHING ..uuituiititutiteentteetseteesstatesseressnssasesretesssesesnreaees 25
2.4.3 PROPOSITION TWO — SWITCHING CONSIDERATIONS ...uiiutieniireeneinieerereesnsensesnsennens 27
2.5 AN OVERVIEW OF RETAIL BANKING IN SOUTH AFRICA ....viiieeeeeeeeeeeeeeaeens 28
2.6 CONCLUSION OF LITERATURE REVIEW ...t veie e aeaans 30
P2 T R =0 =T 1S I T O ] 31
P S T = =0 =T 1T T Nl INYY7 @ L 31

Vi



3 RESEARCH METHODOLOGY ....ccooviiiiiiiiiieiiieeee e 32

3.1 RESEARCH METHODOLOGY /PARADIGM ...eneeeeeeeeee e eeeeaaeas 32
3.2 RESEARCH DESIGN ..ttiuitietiitiet ettt eenee st taes e enea st e esre e es et ssrerenenreens 32
3.3 POPULATION AND SAMPLE ...t ttuititenttteteneneeseeses ettt rentnssrerensnrenens 32
BT T R =T | =T 1y T [P 32
3.3.2  SAMPLE AND SAMPLING METHOD ...ueutenttteteeeee et e tene e eaeseenseeaensensensnaeneeneaaeneens 33
3.4 THE RESEARCH INSTRUMENT tututtittntneteneseesenenessesnessensnserenenssseneesrensnesren 33
3.5 PROCEDURE FOR DATA COLLECTION ..t e tittete it te ettt e e e enenenenenenenenenenenenens 33
3.6 DATA ANALYSIS AND INTERPRETATION ..uvtteteieieie et eneneeenenenenenenenenenenenns 34
3.6.1 THE DEVELOPMENT OF A SWITCHING THRESHOLD......ucutuieeteeeeeeeeeeeeeeeeeneeenaeneens 34
3.6.1.1 INTRODUGCTION ..ttt ettt ettt e e e e e e et e et et e e e e e e e e e e en s e s e e en e e reeaaenreneenenen 34
3.6.1.2 (] SV ST = 1Y 1 =1 N ST 35
3.7 LIMITATIONS OF THE STUDY . teeeteie et e e e e e e eens 35
3.8 VALIDITY AND RELIABILITY ettt ettt e e e e e e e e e e 36
3.8. 1 EXTERNAL VALIDITY .ottt ettt et eee e e e et e et e e e et e et e e et e e e e e e e e e et e e e e e e eenrenns 36
3.8.2  INTERNAL VALIDITY ttuttutetuttttensetesnsesssnsensesnsesessnsessesnsenesssessessenessnsrssesnseeesnserenns 36
RIS JC T 4 = 7Y = 1 2 36
4 PRESENTATION OF RESULTS ... 37
4.1 INTRODUGCTION . .eteee ettt e et e e e e e e e e e e e e e e ens 37
4.2 DEMOGRAPHIC PROFILE OF RESPONDENTS .eututtuttitienenesrenenesrenenssresensnrenens 38
A)  GENDER ...ttt i iutttte ettt ettt ettt e et e et e e bt e e b et e et o b et e e e e bb e e e e et br e e e abb e e e e arreeeeans 38
2 T X ] = O PP P PP PUPPPON 39
C)  RACE e 40
D) PROVINCE ...ttt ittt ettt s et s e b e s e b e e e et e e e e e 41
E)  CURRENT BANK ..ctiiiiittii ettt st sttt e st e e e e e e e 42
4.3 RESPONDENTS’ RATINGS OF CURRENT BANK ...euenie it eeeeeeeeeaeeeeeeenas 44
4.4 PREFERENCES WHEN CHOOSING BETWEEN TWO ALTERNATIVES ......oevvuvvnenen. 45
45 BANKS RESPONDENTS WERE LEAST AND MOST LIKELY TO SWITCH TO ........... 45
4.6 RELEVANT UTILITIES PER ATTRIBUTE .. e ettt ettt et e e 47
4.7 P ROPOSITION ONE ... eeee e et eaens 48
A N 5 1 =51 = = 1] 48
4.7.2 HYPOTHESES AND RESULT S cuuiiuuituitetntiutensensesnsenesssensetassnetssensetessessessnressrnernns 48
4.8 PROPOSITION TWO ..o e 49
S A I 1 =51 = = 10 49
4.8.2 HYPOTHESES AND RESULTS uuiuuttuitetntiutensesresnsenetssensetssnetssensetesenesnesnsessrnerns 49
4.9 FURTHER HY PO THESES . .. e e ettt et e ettt 50
N T O o N =@ ST FS T I = =1 T 50
S T I A I 150! = [ = 110 ] T 50
4.9.1.2 HYPOTHESES AND RESULTS tuuttuttetnttttensentesneensssensesssnesssenretnsenessnsenresssneenns 51
4.9.2  HYPOTHESIS FOUR. ..euitiitit ettt e et et et e et et et st e et e e e ta e et et seaesasenresseneranss 51
i B R B | =5 @t =1 = T N ISR 51
4.9.2.2  HYPOTHESES AND RESULTS . ..teuteneetee e e e e e et e e e e e e e e e e e e e eenas 52
4.9.3  HYPOTHESIS FIVE ..ot ettt 52
S TG T N B | =50t =1 = T N IR 52
4.9.3.2  HYPOTHESES AND RESULTS ...teuteneete et e e e e et e e e e e e e e e e e e e e eens 53
4,10 SUMMARY OF THE RESULTS .tuttetuenieentntesenentesenentesesnreseasntesenssesensnsesenens 53

vii



S5 DISCUSSION OF THE RESULTS ... 54

51 1R 0] 010 0 N 0] N P 54

52 (g = L0 =10 1] 1 [0 K O N = 54
5.2.1 THE PERCEPTIONS SOUTH AFRICAN RETAIL BANKING CUSTOMERS HAVE OF RETAIL
BANKS IN TERMS OF STAFF ATTITUDE AND RELIABILITY, RESPONSIVENESS AND SERVICE, ASSURANCE

AND BANK CHARGES ... tuttutttttiatt et sttt et et s et et e st et ea et e et ea s e s e easea s e s s et e sase et sasen s e ansensensssnens 54
53 PROPOSITION TWO . uititiiiititi ettt ettt ettt ettt ettt e e et e a s et e s e e enenreens 55
5.3.1 CUSTOMERS VIEW CORE SERVICE FAILURES TO BE SIGNIFICANTLY MORE IMPORTANT
THAN PRICE AS A SWITCHING CONSIDERATION. .. ttuttutttesntetesnstaesasessessen et sesesssentesasenetsneearersenrenns 55
54 THE DEVELOPMENT OF A SWITCHING THRESHOLD ...cvvviinieieeneereeneeienenennen 56
55 (070 N {01 10 1 10 N T 57
6 CONCLUSIONS AND RECOMMENDATIONS......cccoviiien . 58
6.1 INTRODUGCTION ..ttt ettt e e e e e e e e e e e et e e e e eens 58
6.2 CONCLUSIONS OF THE STUDY ttitutuitieinineenensesensnsesensnsesensssesensnterenssesenens 58
6.3 [T 0 1] N 59
6.4 RECOMMENDATIONS e ttnititteneateteneneesenenee e taes e e es e taes e eaes e eassrerensnreens 59
6.5 SUGGESTIONS FOR FURTHER RESEARCH ...cuiuie it eeaaeaeaeaanns 60
REFERENCES ... e e 67
AP P EN D X A e e e s 72
FINAL CONJOINT QUESTIONNAIRE .....iitittineeeettieeeeeetieeeeetsaeeeeessnnaeeeesnnnaeeeesnnnnns 72
AP PENDIX B .o e 84
NCSS RESULTS — PROPOSITION ONE...utitiieieieeeteeeeee et teeeeseeneeseneneasenenenes 84
AP P END X C oo e e e 88
NCSS RESULTS — PROPOSITION TWO . .iutiiitie ettt et e et ee et eneareenenen 88
AP P END I Do e e e e e 92
NCSS RESULTS — HYPOTHESIS THREE ... e tuteie ettt eeee e e e e e eeeaeeeeaeaeeeeaeneneeaenenen 92
AP P EN DI X E e e e e e 96
NCSS RESULTS — HYPOTHESIS FOUR «..eieiiie ettt e eaee e 96
AP P EN DD I X F e e e e e e s 100
NCSS RESULTS — HYPOTHESIS FIVE ..ttt aeaeneen 100



Table 1:

Table 2:

Table 3:

Table 4:

Table 5:

Table 6:

Table 7:

LIST OF TABLES

Individual Bank Assets (as at June 2010).......ccccoeeeeeeviveeiiiiiineeeennn. 29
Big Four Banks and their Marketing Propositions ........cccccceeeeee... 30
Profile of reSPoNdentsS..........oovvvviiiiiiiiiiiiiiiiie 33
Utilities of current bank per attribute........cccccccoeeiii i 44
Hypothetical example with highest level of preference ............... 45
Banks least and most likely to be switched tO..........cccoevvvieeenin. 46
Utilities expressed per attribute and subsequent levels.............. a7



LIST OF FIGURES

Figure 1. Three Generic Strategies (Porter, 1980:39)........ccccuvvviiiiiiieeiiennnnns 16

Figure 2. Classifications of competitive advantage (Devlin and Ennew,

1997280 .ottt ettt ettt ettt ettt ettt 20
Figure 3: Model of the Exit Process (Stewart, 1998) ..., 24
Figure 4: Gender Representation of the Sample............ccovviiiiiiennns 38
Figure 5: Age Representation of the Sample.........ccccooooieiiiiiiiiienn, 39
Figure 6: Race Representation of the Sample..........cocoo, 40
Figure 7: Province Representation of the Sample ............ccoo 41
Figure 8: Current Bank Representation of the Sample...........ccccoooeeeiiiins 42

Figure 9: Comparison of number of respondents and market share per



1 INTRODUCTION

1.1 Purpose of the study

The purpose of this research is to ascertain customers’ perceptions of the four
biggest retail banks in South Africa and to what extent these perceptions can

lead to possible switching between banks.

1.2 Context of the study

Retail banking is a widely researched topic, both locally and internationally.
Blankson, Mbah and Owusu-Frempong (2009) looked at customers’ selection
criteria when choosing a retail bank in Ghana, whilst Hand and Crowder (2005)

aimed to measure customer quality.

South Africa is no different. The biggest players in the domestic banking market
,known as the “big four”, consist out of ABSA, First National Bank, Nedcor and
Standard Bank. This is confirmed in the South African Reserve Bank’s annual
report (2008:10) in that there is a “continued dominance in terms of market

share by the four largest banks.”

The aim of the research is to determine the perceptions of retail banking
customers in South Africa. This can be used to assist in solving management
problems on how to retain existing customers as well as how to attract new

customers.
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1.3 Problem statement

1.3.1 Main problem

Identify the perceptions customers have of South African retail banks and how
these perceptions influence customers’ decisions with regards to switching

banks.

1.3.2 Sub-problems

The first sub-problem is to indicate the perceived customer satisfaction and
loyalty in retail banking, both from an international and national retail banking

perspective.

The second sub-problem is to evaluate switching behaviour of individual

customers, both from a service industry and retail banking perspective.

1.4 Significance of the study

The study fills a gap in that perceptions of retail banking customers were
analysed in a South African environment. Various studies, such as (De Ruyter,
Wetzels and Bloemer, 1998) and (Santonen, 2007) have been conducted to
look at perceived service quality in first world countries. A lot of research has
also been done in the fields of customer service. See (Jamal and Naser, 2002),
(Wong and Kaniji, 2001) and (Levesque and McDougall, 1996), and switching
costs (Jones, Mothersbaugh and Beatty, 2002) and (Kim, Kliger and Vale,
2003). This study focuses on how the perceptions can lead to possible
switching between banks.

The study provides guidance to customer service managers and strategists
alike. Customer service managers can use the study as a best practice
guideline to both manage the staff and to manage the perceptions of the
customers. Strategists can use the outcome of the research to formulate
customer service strategies tailor-made to the perceptions of the customers.

This can lead to increased retention and increased customer acquisition.

12



1.5 Delimitations of the study

A study was undertaken of the big four South African retail banks and focused

on:

¢ Individual customers over the age of 18

e Customers who are employed on a full-time basis

e Customers who have at least one retail transactional account. Private
banking customers were excluded. According to Abratt and Russell
(1999:5), “Private banking is generally described as the provision of

banking services to high net worth and professional people.”

The sample comprised of respondents of a South African market research
company. Any limitations with regards to this sample will be listed in Chapter

Four.

Whilst every step was taken to ensure that the customers sampled are

demographically representative, this was not actively aimed for.

1.6 Definition of terms

The concept of retail banking has already been addressed and basically
consists of servicing customers’ transactional banking needs through relevant

products and services.

The term “customer” refers to any individual holding a transactional account at a

South African retail bank.

The terms “switching”, “customer exit’, “customer defection” and “customer

churning” are used interchangeably.

The term “phishing” refers to the fraudulent practice of emails being sent in
order to obtain personal details from unsuspecting individuals, such as banking

particulars.

The terms “price” and “charges” are used interchangeably.

13



1.7

Assumptions

During the research, it must be assumed that:

All respondents gave, to the best of their knowledge, truthful answers. It
must be mentioned that, in the event of a respondent not being
completely truthful, the results of the research can be misleading.

All customers who opened new accounts did so out of free will and not
due to employment or other factors. Many employers, for example, may
force or urge their employees to make use of the services of one specific
bank. It therefore is assumed that all customers who opened new
transactional accounts at one of South Africa’s retail banks made the

choice themselves.
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2 LITERATURE REVIEW

2.1 Introduction

Various research studies have looked at switching costs of customers in retail
banking and their levels of satisfaction of the value delivered by the respective

banks.

The literature review firstly focuses on the various factors which contribute to
customer satisfaction and loyalty, both from an international and national retalil
banking perspective. A deeper insight is taken into the various perceptions

customers have regarding retail banks, their products and services.

The literature review also looks at the switching behaviour of individual
customers. This comprises both a service industry and retail banking
perspective, whilst keeping in mind that the goal is to focus on the South African

context.

2.2 Background discussion

According to studies, choosing the right strategy is vital to the success of any
organisation. (Porter, 1980), (Mintzberg, 1994) and (Parasuraman, 1997). This
is particularly true in the case of service industries (Thuy and Hau, 2010) and
(Ndubisi, Wah and Ndubisi, 2007).

15



Porter (1980) developed three generic strategies and is shown in Figure 1:
STRATEGIC ADVANTAGE

Uniqueness Perceived

by the Customer Low Cost Position

OVERALL

Industrywide DIFFERENTIATION COST LEADERSHIP

Particular

Segment Only FOCUS

Figure 1. Three Generic Strategies (Porter, 1980:39)

When following the overall cost leadership strategy, firms maintain low costs
when compared to competitors while the other generic strategies are
maintained. When following a differentiation strategy, a product or service is
offered which is considered or perceived to be unique by the customers across
the industry. The focus strategy is achieved when firms target a specific type of

group, buyer or segment, thus creating a niche market (Porter, 1980).

Failure to choose a specific strategic direction can be very dangerous, as
pointed out by Porter (1980:41) in that “the firm failing to develop its strategy in
at least one of the three directions — a firm that is ‘stuck in the middle’ — is in an
extremely poor strategic situation. This firm lacks the market share, capital
investment, and resolve to play the low-cost game, the industrywide
differentiation necessary to obviate the need for a low-cost position, or the focus

to create differentiation or a low-cost position in a more limited sphere”.

The areas of retail banking, customer service and switching behaviour have
been widely researched. Corporate entities have shown a big interest in

perfecting customer service strategies, as research has shown that there
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appears to be a significant link between customer retention and factors such as
service, value and quality. (Trasorras, Weinstein and Abratt, 2009), (Levesque
and McDougall, 1996) and (Jamal and Naser, 2002)

There seems to be a lack of literature referring to the South African context. A
study by Bick, Brown and Abratt (2004:316), however, revealed that “customers
were not satisfied with the service products and level of customer intimacy
delivered to them by their banks.” A gap in the literature is thus apparent
necessitating the need for further research in this regard.

2.3 Perceived Customer Satisfaction and Loyalty in the

Banking Sector

2.3.1 Customer Satisfaction, Retention and Loyalty

Customer satisfaction can be described as “the full meeting of one’s
expectations. Customer satisfaction is the feeling or attitude of a customer
towards a product or service after it has been used” (Jamal and Naser,
2002:146). Customer loyalty, on the other hand denotes a deeper connection
and is seen as “a feeling of attachment to or affection for a company’s people,
products or services.” (De Ruyter et al., 1998:437)

The customer should be the key focal point of any service-related company.
According to Liu, Petruzzi and Sudharshan (2007:35) “Commercial
organizations certainly must, and do, recognise that the customer matters —
without the customer, especially a satisfied one who comes back with repeat
business, there would be no business activity, no profit and no future for the
company. Trasorras et al. (2009) claim that customers in the professional
services sector have a wide variety of options available to them and that the

service they experience may very well lead to repeat business.

Molina, Martin-Consuegra and Esteban (2007) found that establishing and
building relationships with retail banking customers can lead to increased
satisfaction. Ndubisi et al. (2007:232) agree and state that “banks in particular

and service organizations in general, interested in acquiring and keeping loyal
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customers, should strive to earn customers’ trust as well as build quality

relationship with customers”.

Thuy and Hau (2010) have gone one step further and suggest that customer
loyalty deserves more attention than customer satisfaction and that a
competitive advantage exists in those companies who focus on the factors that

determine customer loyalty rather than those focusing on customer satisfaction.

Whilst the case for retaining customers seems worthy, Ghazizadeh, Besheli and
Talebi (2010:278) argue that “There is a distinction between customers who are
simply retained and those who are loyal”. They continue to say that loyalty can
denote customers who are less price-sensitive and that loyalty can be an effect
of satisfaction which might not be the case when a customer is simply retained.
Santonen, on the other hand, looked at the opposite of service loyalty —
customer defection — and found that “retail banks with a greater than average
amount of price-sensitive customers will lose most in a scenario of aggressive
price offers” (Santonen, 2007:51).

A study by Rundle-Thiele (2005) has shown that there are various aspects
defining customer loyalty. Rundle-Thiele (2005:495) states that “Pure’
measures of loyalty are known to represent one and only thing. ‘Impure’
measures are not ‘pure’ measures as they are measuring more than one

construct. In fact, six types of “pure” loyalty have been suggested:

e Attitudinal loyalty
Denotes a feeling or devotion towards the retailer or brand of service.
e Resistance to competing offers
Shows that customers are protected or not influenced by offerings from
competitors.
e Behavioural intentions
Identifies attitudes of customers when purchasing the brand.
e Propensity towards loyalty
Concerns the tendency of an individual to remain brand-loyal or not.

e Complaining behaviour

18



Looks at the extent to which a customer conveys dissatisfaction or
disapproval.

e Behavioural loyalty
Comprises repurchase behaviour, showed as measurable behaviour

which affects sales in a direct way.

Interesting to note is the work of Mittal and Lassar (1998:191) who found that
“the relationship between satisfaction and loyalty is asymmetrical: while
dissatisfaction nearly guarantees switching, satisfaction does not ensure
loyalty”. They continue to say that due to the intangibility of service delivery,
service firms have a harder task to understand consumer behaviour and

customer disloyalty than their product-related counterparts.

Levesque and McDougall (1996) looked at what exactly makes up customer

satisfaction in the banking industry. The following drivers were identified:

e Core performance

e Relational performance

e Convenience

e Competitive interest rates

e Skilled employees

¢ Employee-customer relationship

e Other features/benefits

Interesting to note is that the findings by Levesque and McDougall (1996:19)
revealed that “satisfactory problem recovery leads to heightened customer
satisfaction. At best, satisfactory problem recovery leads to the same level of

customer satisfaction as if a problem had not occurred.”

Adding to the findings of Levesque and McDougall (1996), Figure 2 denotes a
possible classification of competitive advantage, a matrix developed by Devlin
and Ennew (1997):
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Service specific Organization wide

Core Service Service features Service support

Other Elements

Image and reputation

Figure 2: Classifications of competitive advantage (Devlin and Ennew,
1997:80)

By using this matrix, one could explore the possibilities to achieve a competitive
advantage. Whilst quadrants | and Il denote the core service options, quadrants
[Il and IV show additional options available. Quadrants Il and Ill, on the other
hand, represent service specific components and quadrants | and IV are

components applicable to the whole organisation.

2.3.2 Customer Perceptions of Quality and Value

Bontis, Booker and Serenko (2007:1428) define perceived value as “the
customer’s overall assessment of the benefits they receive relative to the
sacrifice they make”. Research has shown that ambiguity exists in terms of
satisfaction and perceived quality (Beerli, Martin and Quintana, 2004). It is
argued that price and past experience is much more prevalent in satisfaction

than in perceived quality.

There seems to be different opinions regarding the cause and effect of

customer satisfaction and perceived quality. According to (Parasuraman et al.,
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1988) customer satisfaction denotes a specific point in time where a customer
experienced good service and the sum of all the individual moments of
satisfaction constitutes perceived quality. Woodside, Frey and Daly (1989) and
Bontis et al. (2007), however, seem to suggest the opposite — that perceived

quality is the cause of customer satisfaction.

One of the most well-known and widely used models to measure customer
perceptions of service quality to emerge from literature is the SERVQUAL
model, developed by Parasuraman et al. (1988). Although there has been a lot
of criticism regarding the model (Levesque and McDougall, 1996) and (Brown,
Churchill Jr and Peter, 1993), it has been found that the model still holds more

than twenty years after its development (Ladhari, 2009).

Parasuraman et al. (1988) identified five dimensions comprising the
SERVQUAL scale:

e Tangibles
These denote the appearance of staff, equipment and the physical
facilities.

e Reliability
This refers to whether the promised service is able to be performed on
an accurate and dependable basis.

e Responsiveness
This shows an eagerness to provide customer service in a quick and
efficient way.

e Assurance
Looks at the friendliness and knowledge level of staff, as well as their
capability to instil trust and confidence.

e Empathy
Explores the level of personalised and caring attention organisations give

customers.

The concept of customer perceptions in the banking industry has been explored
in many different countries and the case of South African retail banking is no

different. Although the research is quite limited in the South African case, Bick
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et al. (2004) conducted a study of retail banking customer perceptions in South
Africa regarding value and found that customers were very dissatisfied and felt

a lacking of:

e Service
¢ Range and quality of available products

e Lack of customer intimacy

Bick et al. (2004:317) found that “the potential resulting loss of market share
was a fact of which the major retail banks needed to take cognizance. They
need to become more market or customer focused and need to engage with the

customers to seek their input”.

2.3.3 Proposition One — Perceived Customer Satisfaction

Customers generally have positive perceptions of their current banks in
terms of staff attitude and reliability, responsiveness and service,

assurance and bank charges.

2.4 Switching Behaviour of Individual Customers

Colgate and Hedge (2001:202) define switching behaviour as “the decision a
customer makes to stop purchasing particular services or patronising the

service firm completely.”

Understanding switching behaviour, especially in retail banking, is vital as
“‘consumers now have the ability to purchase nearly identical financial products
provided by retail banks, and subsequently, consumers are also more prone to
changing their banking preferences. Therefore, bank management must
understand the behaviour of their customers if banks are going to influence their
customers’ switching behaviour.” (Clemes, Gan and Zhang, 2010:520) Mittal
and Lassar (1998) concur and mention that costs associated with acquiring new
customers are noticeably higher than the retention of an existing client base.
Mittal and Lassar (1998) identified the following costs which can be avoided by

a service organisation when retaining rather than acquiring:

22



e Advertising costs to aid acquisition;

e Costs incurred by hunting clients and sales techniques;

e Costs of establishing new accounts;

e Cost implications of educating customers regarding business modus
operandi; and

e Costs coupled with delays in the learning process of customers.

Furthermore, the acquisition costs can be outsourced, as it were, to existing
customers, as Reichheld (1996:2) puts it, “the longer a customer stays with a
company, the more that customer is worth. Long-term customers buy more,
take less of a company’s time, are less sensitive to price and bring in new

customers”.

A term closely linked to switching behaviour is that of switching costs. In its
simplest form, switching costs can be described as perceived costs incurred on
an economic and psychological level by a customer when changing suppliers
(Jones, Mothersbaugh and Beatty, 2000), (Jones et al., 2002) and (Kim et al.,
2003).

Jones et al. (2002) link switching costs to switching barriers, which Valenzuela
(2010:749) defines as “any factor that makes it difficult or costly for customers
to change providers. When looking at retail banking, switching and the process
it entails becomes more complicated and intricate, as there can be established
relationships and contractual agreements, such as home loans, in place
(Colgate and Hedge, 2001) . It is due to these switching barriers that Garland
(2002:318) feels that “customers can become ‘entangled’ with their bank to
such an extent that the perceived cost of defection outweighs the benefits of
shifting banking business to a new provider.” It is thus in a bank’s best interest
to increase switching costs, as a study by de Ruyter et al. (1998) found that
customers tend to exhibit less loyalty in an industry where switching costs are

low.

A fair amount of research has been done in the field of switching behaviour and
it seems that academics are in agreement on two aspects: Switching is not a

simple process and incidents leading to switching are normally numerous.
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2.4.1 The Dynamics of Switching

Colgate and Hedge (2001) mention that there are various reasons why a
customer may decide to switch and that these reasons are complex in nature.
They also state that an in-depth knowledge of switching is needed to
successfully build on lasting relationships with customers, especially in a
competitive arena such as retail banking. Colgate and Hedge (2001) elaborate
by arguing that customer switching is not seen as a intentional once-off decision
but rather as a involving process, spanning lengthy timeframe.

Stewart (1998:7) agrees in that customer exit is a process rather than a
particular incident and state that “although some studies deal with customer
exit, their concern has been with the incidence of switching rather than
explanation of customer exit as a process.” In addition, Stewart (1998)

developed the following model depicting customer exit as a process:

PROBLEM
Facilities
Service

| nfermation, Communication
Fees, Charges

Contacting branch Frustraticn

- by telephone m— PROBELEM(S) 4+—— Embarrassment

= in person Annoyance

Ex planations Incidence Furious

Resolution Handling Disappointed etc.

ALTERNATIVES o el T EXPECTATIONS

Implicity Ex plicit i Time ' Know ledge of customer
Awareness i Content ' Responsiveness, Flexibility
Recommendat ions | Prospects ] Correction of mistakes
Information Sesrch i ] Resclution of problems

Personal/ Courteous
acknowledgment, Fairness

In person = at branch
via post
via 'phone

Via new provider

POST EXIT EVALUATION

Figure 3: Model of the Exit Process (Stewart, 1998)
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In Figure 3 a particular customer experience incident or incidents start with a
single or multiple problems. This problem can take various forms, including
issues listed in the problem box above which, in turn, leads to an evaluation of
the situation. Efforts are then made by the customer to rectify the problem(s),
paired by the customer experiencing certain emotions. At this point in time, the
customer has certain expectations of the end result but is also weighing up his
or her alternatives. At the end, the relationship is severed and the customer
exits the bank. Post exit evaluation is a vital learning experience for any
organisation in order to ascertain the reasoning and to try and learn from

mistakes made.

2.4.2 Determinants of Switching

Various studies have shown that, although customer switching can possibly be
triggered by a single occurrence, customer exit mostly happens due to a
combination of factors (Gerrard and Cunningham, 2004), (Santonen, 2007) and
(Clemes et al., 2010).

Knowing why customers switch can provide meaningful insight into customer
relationship management strategies and can help service industries understand
their clients better (Reichheld, 1996). Keaveney (1995) developed a model
containing the following eight possible service switching factors in the service
industry:

e Pricing, subdividing into
o High Price
o Price Increases
o Unfair Pricing
o Deceptive Pricing

e Inconvenience, subdividing into:
o Location/Hours;
o Wait for Appointment; and
o Wait for Service.

e Core Service Failure, subdividing into:
o Service Mistakes;
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o Billing Errors; and
o Service Catastrophe.
e Service Encounter Failures, subdividing into:
o Uncaring;
o Impolite;
o Unresponsive; and
o Unknowledgeable.
e Employee Responses to Service Failures, subdividing into:
o Negative Response;
o No Response; and
o Reluctant Response.
e Attraction by Competitors, focusing on:
o Customers who found a better service company instead of
customers who left a bad service company.
¢ Ethical Problems, subdividing into:
o Cheat;
o Hard Sell;
o Unsafe; and
o Conflict of Interest.
e Involuntary Switching, meaning either:
o Customer Moved; or

o Provider Closed.

Keaveney (1995) found that core service failure was the biggest contributor to
customer switching but mentioned that only two of the eight factors are out of
the control of the service company. Gerrard and Cunningham (2004), criticised
Keaveney’'s model in that no weights were attached to the various service
switching factors, thus implying that all factors contributed equally to a
customer’s decision to switch. Gerrard and Cunningham (2004) then proceeded

to enhance Keaveney’s model by adding the weighting concept.

Important to note is that a limited amount of switching is unavoidable and not all
switching is deemed bad. Keaveney (1995:80) mentions that “some customers

switched services even when satisfied with their former providers. This was
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often the case for service customers who switched because of convenience,
competitive actions or prices”. Garland (2002:323) found that “Switch-prone
customers are more likely to be those who give a low share of wallet to their
main bank and who have lower level of satisfaction with that institution than

anyone else”

According to Reichheld (1996) and Santonen (2007) a distinction has to be
made between partial and complete switching. Especially in the case of banking
partial switching can be much harder to pick up or predict.

In addition to Keaveney’s model, various other models measuring switching
behaviour and service quality have been investigated. Bahia and Nantel (2000)
developed a rating scale meausuring service quality called Bank Service Quality
(BSQ). According to Bahia and Nantel (2000:84), the scale measuring BSQ
“comprises 31 items which span six dimensions: effectiveness and assurance;
access; price; tangibles; services portfolio and reliability.” Fogarty, Catts and
Forlin (2000), on the other hand, developed an enhanced version of the
SERVQUAL model of Parasuraman et al. (1988). This model was called
SERVPERF and focused more specifically on the performance component of
the SERVQUAL scale.

Whilst both the above-mentioned models claim to extend beyond the reach of
the SERVQUAL scale, the aim of this research is not to compare or contrast the
different options. The aim is in fact to adapt the SERVQUAL scale’s dimensions

to the South African case.

2.4.3 Proposition Two — Switching Considerations

Customers view Core Service Failures to be significantly more important

than Price as a switching consideration.
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2.5 An Overview of Retail Banking in South Africa

The aim of this section is not to provide a thorough view of the South African
retail banking industry, but rather to highlight relevant issues and facts

applicable to this study.

Bick et al. (2004) define retail banking as banking products and services
individual customers receive. Retail banking therefore excludes business- and
private banking offerings. Bick et al. (2004) classified South African retail

banking products as such:

e Transactional and payment products, including debit cards and cheque
accounts;

e Investment products, including notice deposits and money market
accounts;

e Borrowing products, including credit cards, personal loans, home loans
and vehicle finance; and

e Financial planning products, including insurance policies and wills.

There are many different ways to define market share in financial services.
Market share can be calculated by using total asset value, total number of

customers, revenue and many maore.

The big four banks have nearly 85% of the total market share in terms of

banking assets (Banking Association of South Africa, 2010).

Table 1 denotes the major South African banks and their relative market share,

based on assets:
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Table 1: Individual Bank Assets (as at June 2010)

Bank Market
The Standard Bank of SA 25.5%
ABSA 21.6%
FirstRand Bank 18.8%
Nedbank 17.8%
Investec Bank 6.6%
Imperial Bank 1.9%
Citibank N.A. 1.7%
Deutsche Bank 1.1%
Capitec Bank 0.4%
Mercantile Bank 0.2%
Sasfin 0.1%
The SA Bank of Athens 0.04%
Others 3.36%
Total 100%

Source: Adapted from the Banking Association of South Africa (2010)

It should be noted that Table 1 refers to all banking assets, therefore retail

banking is included.

In terms of marketing, all of the big four banks’ marketing propositions seem to

be customer focused, as showed in Table 2:
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Table 2: Big Four Banks and their Marketing Propositions

Bank Slogan
Standard Bank Moving Forward
ABSA Today, Tomorrow, Together
FirstRand How can we help you?"*
Nedbank Make Things Happen

Source: Standard Bank website, ABSA website, FNB website, Nedbank
website.

2.6 Conclusion of Literature Review

The literature explores the dynamics of customer retention, perceived
satisfaction and perceived loyalty. Studies show that relationships in retail
banking can lead to increased satisfaction, and that increased satisfaction, in
turn, can lead to increased loyalty. It is also argued that increased loyalty can
lead to increased satisfaction. There are various measures of customer loyalty,

as well as determinants of customer satisfaction.

It is argued that understanding switching behaviour of customers is important
and that it is cost-effective to retain existing customers, rather than acquiring
new customers. There seems to be a link between switching costs and
switching barriers, which is important for banks to focus on to prevent customer
defection. There are also various factors contributing to customer switching, but
there seems to be a gap in the literature regarding switching behaviour in the

South African case.

! Marketing proposition of FNB.
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2.6.1 Proposition One:

Customers generally have positive perceptions of their current banks in terms of
staff attitude and reliability, responsiveness and service, assurance and bank
charges.

2.6.2 Proposition Two:

Customers view Core Service Failures to be significantly more important than

Price as a switching consideration.
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3 RESEARCH METHODOLOGY

3.1 Research methodology /paradigm

The aim of this chapter is to define the nature of the research and the methods
used to test the various propositions developed from the overview of the
literature. The study used a quantitative methodology by means of a
qguestionnaire that was sent out to respondents. According to Creswell
(2003:18), “a quantitative approach is one in which the investigator primarily
uses postpositivist claims for developing knowledge, employs strategies of
inquiry such as experiments and surveys, and collects data on predetermined

instruments that yield statistical data”.

3.2 Research Design

The research was in the form of a questionnaire that was completed by a

sample of respondents to a South African market research company.

An advantage of this type of approach is that the sample is relatively easily

accessible and response rates can be monitored.
The questionnaire was made available on the internet to create easy
accessibility.

3.3 Population and sample

3.3.1 Population

The population comprised all individual South Africans over the age of 18 with a
transactional account with a South African retail bank. The individuals are

characterised by generally requiring retail banking services in South Africa.
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3.3.2 Sample and sampling method

Questionnaires were distributed to possible respondents. The sample thus

comprised those respondents who returned the questionnaire.
Questionnaires were sent out to approximately 4000 respondents.

Table 3: Profile of respondents

Description of Respondent Number Sampled

Individual South Africans over
the age of 18 with a
transactional retail bank
account

4000

3.4 Theresearch instrument

The research instrument was in the form of an online questionnaire. A link to the
qguestionnaire was mailed to respondents with a request to complete it. There
was no need for respondents to respond to the email. Appendix A denotes the
final conjoint questionnaire, adapted from the Servqual model of Parasuramal
et. al. (1988).

3.5 Procedure for data collection

Data was collected by an external data collection company by means of an
online questionnaire. According to llieva, Baron and Healey (2002) an online
research instrument can benefit research in two ways. Firstly, it defies
geographical constraints as the survey reaches its respondents instantly,
regardless of their location. Secondly, online research proves to be cost-

effective.

The questionnaire consisted of two parts. The first part asked for demographic
information of the respondent. The second part consisted of a conjoint

questionnaire denoting various attributes and levels thereof. Attributes were
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independent of each other and levels were unambiguous and mutually

exclusive.

The survey was tested before implementation by means of a pilot study to
ensure that it could be completed in 20 minutes.

3.6 Data analysis and interpretation

Conjoint analysis was used to interpret and display the information. Conjoint
analysis is best defined by Green and Srinivasan (1978:104) as “any
decompositional method that estimates the structure of a consumer’s
preferences given his/her overall evaluations of a set of alternatives that are
prescribed in terms of levels of different attributes”. According to Orme (2002)

and Curry (1996:65) conjoint analysis consists of three steps:

1. “Collecting trade-offs,
2. Estimating buyer value systems and

3. Making choice predictions”.

More specifically, an adaptive conjoint analysis approach was followed where

respondents are only asked about the most relevant attributes.

Throughout the study a confidence level of 5% (a = 0.05) was used.

3.6.1 The development of a switching threshold

3.6.1.1Introduction

During the questionnaire, respondents were asked, inter alia, to rate their
current bank as well as to indicate their likeliness to switch to a hypothetical
bank.

It can thus be argued that where the total utility gained from a respondent’s
current bank meets that of the possible future total utility gained from the

hypothetical alternative, can represent a switching threshold.

34



A switching threshold can hence be defined as the amount by which the utility

received from the future bank exceeds the utility received from the current bank.

3.6.1.2Development
In order to develop a switching threshold, the following steps were undertaken:

1. As with the utilities gained from current banks, utilities were calculated
for every level of each attribute.

2. These utilities were then indexed per attribute and summed. This would
yield the total possible utility for all attributes.

3. The utilities gained from current banks were then subtracted to yield the
total possible utility gained from switching.

4. An intercept and a slope for every individual was calculated as per the
equation for a straight line, y = mx + c.

5. The intercept was subtracted from the choice denoting indifference
(option number five on the nine-point scale used during the

guestionnaire) and the answer divided by the slope.
The result of the above-mentioned steps yielded the individual switching

threshold per individual.

3.7 Limitations of the study

According to Green and Srinivasan (1978) one of the drawbacks of conjoint
analysis as a research methodology is that it can prove to be subjective as it is
a very difficult task to decrease the number of attributes in order to make the

results manageable and reliable.
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3.8 Validity and reliability

3.8.1 External validity

According to Leedy and Ormrod (2005), external validity refers to the extent that
results obtained from a particular study can be used in external scenarios, not

related to the research at hand.

Due to the fact that the questionnaires were distributed electronically, it has to
be argued that all respondents must have internet access. This could possibly
have compromised the sample.

3.8.2 Internal validity

Internal validity can be described as the degree to which the data to be
measured is an accurate reflection of the theory discussed. (Kalof, Dan and
Dietz, 2008)

It is important to denote a clear cause and effect between perceived value and
intention to switch banks.
3.8.3 Reliability

Reliability of research refers to whether continuous research will lead to similar

results in future. (Kalof et al., 2008).

Although it is possible that superfluous factors could have influenced the
research, a proven methodology was used.
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4 PRESENTATION OF RESULTS

4.1 Introduction

This chapter presents the results of the conjoint analysis. These results are then
discussed and interpreted in Chapter Five in conjunction with the problem

statement and propositions.

A sample of 120 questionnaires was received from the distribution of 4000
guestionnaires to the target population group. This represents a response rate
of 3%. Further analysis indicated that 2 respondents exercised the same level
of preference throughout the questionnaire, rendering their choices unusable. A
further 17 respondent’s data were unusable due to the fact their answers
differed by too little to make any inference feasible. This left the final amount of

usable responses at 101, representing a final response rate of 2.525%.
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4.2 Demographic profile of respondents

The purpose of this section was to describe the sample. The level data for

gender, age, race, province and current bank are presented.

a) Gender

Figure 4 denotes the gender breakdown of the sample of respondents.

Gender Representation of Sample

Female, 45%

ale, 55.%

n=101

Figure 4. Gender Representation of the Sample
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b) Age

Figure 5 denotes the age breakdown of the sample of respondents. Interesting
to note is that the majority (83.16%) of the respondents are between the ages of
25 and 54.

Age Representation of Sample

5564 9% Over 65, 3% Under 25, 5%

25-34, 36%
45 -54,22%

35-44, 26%

n=101

Figure 5: Age Representation of the Sample
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C) Race

Figure 6 denotes the race breakdown of the sample of respondents.

Race Representation of Sample

Other, 0%  African, 9%

Coloured, 6%

Indian, 9%

White, 76%
n= 101

Figure 6: Race Representation of the Sample
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d) Province

Figure 7 denotes the breakdown of the sample of respondents by province. The
highest representation came from Gauteng, which is consistent with the
population in this province.

Eastern Cape,

9 .
Free State, 3% Limpopo, 0%

North West, 1% Northern Cape,

Mpumalanga, 2%
1%

Kwazulu Natal,
6%

n=101

Province Representation of Sample

Figure 7: Province Representation of the Sample
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e) Current Bank

Figure 8 denotes the breakdown of the sample of respondents by current bank.

Current Bank Representation of
Sample

Other, 1%

Absa, 26%
Standard Bank,

34%

Capitec, 1%

FNB, 18%
n= 101

Nedbank, 21%

Figure 8: Current Bank Representation of the Sample
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Figure 9 below presents a comparison between the four biggest percentages of
respondents from the graph above, and the market share of those four banks as
per assets held as shown in Table 1, after other banks’ market shares have
been excluded.

Comparison of number of
respondents and market share per
bank

B Number of Respondents B Market Share (in %)

Nedbank

FirstRand Bank

Absa

Standard Bank

Figure 9: Comparison of number of respondents and market share per
bank

It has to be mentioned that a possible explanation between the difference
between the markets share and number of respondents at FirstRand Bank can
be due to the market share being that of FirstRand and the number or
respondents only representing FNB.

A chi-square test was conducted in order to ascertain whether the above-

mentioned data is significantly different to the population.
Ho : The sample is representative of the population.
H, : The sample is not representative of the population.

The null hypothesis fails to be rejected based on the following:
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1. The probability level of 0.781473 is more than the 0.05 significance

level.

One can thus conclude that there is insufficient evidence to suggest that the

sample is not representative of the population.

4.3 Respondents’ ratings of current bank

Respondents were asked to rate their current bank in terms of the four
attributes provided. A utility score was given to each of the attributes and the
sum thereof taken. Table 4 below denotes the breakdown of the various utilities

per attribute.

Table 4: Utilities of current bank per attribute

Attribute Average Utility
Reliability/Attitude 8.18
Responsiveness/Service -0.98
Assurance 10.22
Price 1.29

In Table 4 it is clear to see that the respondents favoured two attributes.
Assurance of service, coupled with the reliability and attitude of staff gave
denoted big positive utilities, whilst price denotes a utility close to indifference

and responsiveness and service in general denotes a slight negative utility.
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4.4 Preferences when choosing between two alternatives

Respondents were asked to choose between two hypothetical retail banks
offering varying levels of the specific attributes. Table 5 denotes the

hypothetical example for which the respondents indicated the highest level of
preference for.

Table 5: Hypothetical example with highest level of preference

Best Alternative

A bank where:
Staff are always friendly and caring,
Service is exceptional in every respect,
Staff have proven to be trustworthy and reliable and
Bank charges amount to approximately R 150 per month

4.5 Banks respondents were least and most likely to switch to

Respondents were asked to indicate how likely they would be to switch to a
hypothetical bank offering certain attributes and levels thereof. The banks the
respondents were least and most likely to switch to is indicated as having the
following sets of attributes and levels and is tabled as Table 6.
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Table 6: Banks least and most likely to be switched to

Least Likely Most Likely
A bank where: A bank where:
Staff are unwelcoming and Staff are generally polite and caring,
indifferent,
Service is satisfactory and
Service is slow and apathetic, acceptable,
Staff appear to be trustworthy and Staff have proven to be trustworthy
reliable and and reliable and
Bank charges amount to Bank charges amount to
approximately R 150 per month. approximately R 100 per month.
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4.6 Relevant utilities per attribute

In order to demonstrate the validity of the data, Table 7 shows the order of

preference of the average utilities expressed by the respondents per

and subsequent levels.

Table 7: Utilities expressed per attribute and subsequent levels

attribute

Attribute Level Utility
Reliability/Attitude Staff are unwelcoming and indifferent -60.04
Staff are generally polite and caring 22.64

Staff are always friendly and caring 37.40

Responsiveness/ Service is slow and apathetic -73.92
Service Service is satisfactory and acceptable 18.13
Service is exceptional in every respect 55.80

Assurance Cannot judge the trustworthiness and reliability of staff -63.53
Staff appear to be trustworthy and reliable 19.28

Staff have proven to be trustworthy and reliable 44.25

Charges Bank charges amount to approximately R 100 per month 29.71
Bank charges amount to approximately R 150 per month 15.11

Bank charges amount to approximately R 200 per month -9.48

Bank charges amount to approximately R 300 per month -35.34

47



4.7 Proposition One

Customers generally have positive perceptions of their current bank in terms of
staff attitude and reliability, responsiveness and service, assurance and bank
charges.

4.7.1 Description

The first proposition aimed to assess whether the mean utilities customers had

of their current bank was statistically significant.

A t-test was used to determine whether the sample mean of utility gained from

the current bank was significantly positive.

The NCSS t-test report and the graphical representation thereof are provided in
Appendix B.

4.7.2 Hypotheses and results

Ho : Mean utility derived from customers’ current bank < 0.

H; : Mean utility derived from customers’ current bank > 0.

The null hypothesis is rejected based on the following:

2. The t-statistic value of 1.9534 is higher than the critical value of 1.6602
as read from the t-table.
3. The probability level of 0.0268 is less than the 0.05 significance level.

Hence, based on the current sample, the utility gained from customers’ current

bank is significantly positive.
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4.8 Proposition Two

Customers view Core Service Failures to be significantly more important than
Price as a switching consideration.

4.8.1 Description

The second proposition aimed to assess whether the mean utilities derived from
service and price respectively differed when considering to switch between

retail banks.

A paired t-test was used to determine whether there were any significant
differences in the sample means between utility gained from service and utility
gained from price.

The NCSS t-test report and the graphical representation thereof are provided in
Appendix C.
4.8.2 Hypotheses and results

Ho : The mean utility gained from service is equal to the mean utility gained from

price.

H; : The mean utility gained from service is different to the mean utility gained

from price.
The null hypothesis is rejected based on the following:

1. The t-statistic value of -7.2483 is lower than the critical value of 1.9840
as read from the t-table.

2. The probability level of 0.0000 is less than the 0.05 significance level.

Hence, based on the current sample, there is a significant difference between
the utility gained from service and the utility gained from price.
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4.9 Further Hypotheses

Data obtained from the research resulted in two further hypotheses to be
developed and tested. The aim of the research was widened to examine
whether the two other attributes proved to be significantly different to service.

Figure 10 shows the average importance for all four attributes.

Average Importance per Attribute

Reliability/

Charges, 16 Attitude, 25

Assurance, 25

n=101

Service, 33

Figure 10: Average importance per attribute

4.9.1 Hypothesis Three

4.9.1.1 Description

The further research aimed to assess whether the mean utilities derived from
service and attitude/reliability respectively differed when considering to switch

between retail banks.

A paired t-test was used to determine whether there were any significant
differences in the sample means between utility gained from service and utility

gained from attitude/reliability.

The NCSS t-test report and the graphical representation thereof are provided in

Appendix D.
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4.9.1.2 Hypotheses and results

Ho : The mean utility gained from service is equal to the mean utility gained from

reliability/attitude.

H, : The mean utility gained from service is different to the mean utility gained

from reliability/attitude.
The null hypothesis is rejected based on the following:

1. The t-statistic value of -4.1442 is lower than the critical value of 1.9840
as read from the t-table.

2. The probability level of 0.000071 is less than the 0.05 significance level.
Hence, based on the current sample, there is a significant difference between
the utility gained from service and the utility gained from reliability/attitude.

4.9.2 Hypothesis Four

4.9.2.1 Description

The further research aimed to assess whether the mean utilities derived from
service and assurance respectively differed when considering to switch
between retail banks.

A paired t-test was used to determine whether there were any significant
differences in the sample means between utility gained from service and utility

gained from assurance.

The NCSS t-test report and the graphical representation thereof are provided in

Appendix E.
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4.9.2.2 Hypotheses and results

Ho : The mean utility gained from service is equal to the mean utility gained from

assurance.

H, : The mean utility gained from service is different to the mean utility gained

from assurance.
The null hypothesis is rejected based on the following:

1. The t-statistic value of -2.3558 is lower than the critical value of 1.9840
as read from the t-table.
2. The probability level of 0.020433 is less than the 0.05 significance level.

Hence, based on the current sample, there is a significant difference between
the utility gained from service and the utility gained from assurance.

4.9.3 Hypothesis Five

4.9.3.1 Description

This hypothesis aimed to assess whether the mean threshold to switch was

statistically significant.

A t-test was used to determine whether the mean threshold to switch was

different to zero.

The NCSS t-test report and the graphical representation thereof are provided in

Appendix F.

The two largest and two smallest outliers were excluded in this case, due to the
fact that the data of the outliers were patently unreliable and not consistent with

the other respondents
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4.9.3.2 Hypotheses and results

Ho : The mean threshold to switch = 0

H; : The mean threshold to switch # 0

The null hypothesis is rejected based on the following:

1. The t-statistic value of 3.3051 is higher than the critical value of 1.9850
as read from the t-table.

2. The probability level of 0.001336 is less than the 0.05 significance level.

Hence, based on the current sample, the mean threshold to switch is

statistically significant.

4.10 Summary of the results

A representative sample of the research population was successfully gathered
and the computed questionnaires revealed that at a consolidated level, retalil

banking customers have positive views of their current bank in general.

Switching considerations were also examined and it was found that that retail
banking customers value the attribute of service more than price. Further
research was done following the results obtained and it was found that retalil
banking customers value the attribute of service above the other three attributes
tested as well. The order of importance was service, assurance,

reliability/attitude and charges respectively.

The concept of a personal switching threshold was presented, based on the
data, sample and attributes tested and this was found to be statistically

significant.

The importance of these findings, relevant to the research propositions is
discussed in Chapter Five. The findings will be relevant to customer service
managers, strategists and all customer-facing staff of South African retail banks.
Retail banks may have a distorted view as to what their customers want and

what they are currently offering.
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5 DISCUSSION OF THE RESULTS

5.1 Introduction

In this section findings of the research are evaluated with reference to the

specific propositions as well as the relevant literature.

5.2 Proposition One

5.2.1 The perceptions South African retail banking customers have of
retail banks in terms of staff attitude and reliability, responsiveness

and service, assurance and bank charges.

There is no doubt that customer service excellence is vital in importance for the
success and longevity of any service organisation. Bick et al. (2004) argued for
the heightened level of customer service and a permanent customer-centric
mindset for retail banks in South Africa. Liu et al. (2007) echoed by saying that
without the customer and subsequent repeat business, there would be no
company to speak of.

Considering that nearly 60% of the sample was older than 35 years of age and
that more than 65% resided in Gauteng, it can be argued that these customers
were experienced retail banking customers and thus are more specific in their
expectations of customer service delivery. This view is shared by Molina et al.
(2007) and Ndubisi et al. (2007). Representation across banks also seemed

consistent with banks’ market share in terms of assets held.

Overall customers displayed a positive perception of South African retail banks.
Respondents considered service to be the most important attribute carrying an
importance of 33.26%, which was 7.87% higher than assurance. Reliability and
attitude was a close third, only 0.35% lower and price was the least important
with 16.31%.

There is an abundance of existing literature which echo these findings.

Levesque and McDougall (1996) found that good customer service, especially
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good service recovery, results in customer satisfaction. Parasuraman et al.

(1988) agree that customer satisfaction is the effect of good service overall.

This implies that South African retail banks with a strong focus on customer
service excellence are more likely to have satisfied customers.

The proposition thus holds in that South African retail banking customers have,

on average, positive perceptions of their current banks.

5.3 Proposition Two

5.3.1 Customers view Core Service Failures to be significantly more

important than Price as a switching consideration.

Extensive research has been conducted in the field of switching. Keaveney’s
(1995) model consisting of eight possible switching factors denoted core service
failure as the biggest switching consideration. Gerrard & Cunningham (2004)
criticised Keaveney’s model, and they found that price was the most important

switching consideration.

In order to test this in the South African context, four attributes were derived
from the five dimensions of the SERVQUAL model developed by Parasuraman
et al. (1988). These attributes were then developed into a questionnaire and

sampled amongst the South African retail banking population.

Overall customers showed a vast preference to service as a switching
consideration to that of price. In Chapter Four, Figure 10: Average importance
per attribute revealed that service failures turned out to be more than twice as

important a switching consideration than price.

In addition to these findings, additional hypotheses were developed and it was
found that service was considerably more significant than any of the other three

switching considerations.

This is directly aligned to the findings of Keaveney (1995) and Colgate & Hedge
(2001). Gerrard & Cunningham (2004) and Clemes et al. (2010), however,
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disagree and found service failures to be lower ranked in terms of switching

considerations.

The proposition thus holds that customers view core service failures to be
significantly more important than price as a switching consideration.

5.4 The Development of a Switching Threshold

Although proposition one stated that customers are perceived to be generally
happy with their current bank, proposition two showed that service failures still
remain the most significant switching consideration. Jones and Sasser Jr.
(1995:89) state that “There’s (sic) a tremendous difference in loyalty between
merely and totally satisfied customers. Customers will stray the moment they’re
no longer completely satisfied — and have a choice.” Although customers are
currently happy with their banks, the results obtained from proposition one only
denote a positive average utility of 18.71. This, coupled with a standard
deviation of 96.27 may mean that customers’ perceived happiness may not last

very long.

The question which then arises is when will customers feel that they have had
enough and that the perceived utility derived from the offerings of another bank
exceeds that of their current bank?

To answer this question a model was presented where the customers’ personal
thresholds were calculated. The result of this model yielded one which is
statistically significant. The model presented is neither robust nor is it indicative.
Furthermore, the model holds no predictive validity and accuracy must not be

inferred.

In Chapter Six various suggestions are made for further research regarding a

model depicting personal switching thresholds.
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5.5 Conclusion

In Chapter Five the results of the data obtained were explained and linked with
existing literature. Both propositions were upheld in that South African retail
banking customers have generally positive perceptions of their current bank and
that they consider core service failures to be a more important switching
consideration than bank charges.

The additional research resulting from the data was explained, as well as the

introduction of a model depicting personal switching thresholds.

57



6 CONCLUSIONS AND RECOMMENDATIONS

6.1 Introduction

In this chapter the major research findings are summarised but the limitations
from the research need to be taken into account. Recommendations are made

based on the research results.

6.2 Conclusions of the study

The research set out to answer two distinct questions regarding South African
retail banking customers’ perceptions of happiness and whether they valued

service to be more important than price.

The answers to these questions were successfully obtained. Firstly it was found
that customers generally have positive perceptions of South African retail
banks. Their order of preference in terms of the four attributes measured,
ranging from most to least important, was service, assurance, reliability and
attitude and bank charges. Secondly it was found that customers viewed core
service failures as being more than twice as important a switching consideration
than bank charges. Further research revealed that service was significantly

more important than all three the other attributes.

The researcher then proposed a model to determine the personal switching
threshold of South African retail banking clients. The aim of this model was to
depict when the potential future utility gained from switching to another bank
exceeded that of the perceived utility from client’s current bank. Although the
results of this model were significant, the model warrants further research and

will be discussed under section 6.5.
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6.3 Limitations
The following possible limitations were identified:

e In order to limit the questionnaire to a reasonable length, some attributes
had to be combined and levels had to be streamlined.

e Other attributes outside the scope of this research might have a
noticeable impact on research results.

e A physical questionnaire can be distributed to overcome the lack of
technology by some and might result in a sample more representative of
the demographics.

e The research assumed that customers only bank at one particular

financial institution.

6.4 Recommendations

A number of recommendations can be made to customer service managers and

strategists based on the research findings.

Although customers seem to be happy with their current banks, they look at
service, assurance, reliability and attitude and bank charges when considering
to possibly switch between banks. The development and instiiment of a
customer-centric mindset where the customer is not only king, but also queen,
prince and the entire nervous system of any organisation, is vital. Focussing on
delivering on expectations, coupled with getting to know customers’ wants and

needs is a must.

Customer service managers and strategists also need to investigate further
research into what their customers want. Taking this into consideration, banks
need to have a greater focus on the market and the customer in order to deliver

on expectations.
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6.5 Suggestions for further research

Further research opportunities present themselves in that indications were
given by the respondents in the research that various other factors were

excluded from the research. These included, amongst others:
e ATM charges at other banks

It is a well-known fact that banks charge very large amounts of money for non-
customers using their ATM’s. This can lead to negative perceptions by
customers of both their current bank as well as of the bank which ATM they
were using. The extent and impact of these perceptions can only be quantified

and explained by further research.

A possible problem statement to address the above-mentioned research
possibility is to identify the impact of non-bank ATM charges on the perceptions
customers have of South African retail banks and how these perceptions

influence customers’ decisions with regards to switching banks.
e Call centre experiences

In a world where time becomes more precious, the argument can be formed
that customers spend less time dealing with people physically and revert to
other sources of ensuring that their needs are fulfilled. One of these sources is
a call centre. Call centres have expanded to offer a wide variety of services to

customers.

It is thus of critical importance that call centre staff are knowledgeable,
courteous, competent and adds value to the customer. Further research can be
conducted into the effect of call waiting times, attitude of staff and willingness to
help and how these concepts can influence the perceptions of retail banking

customers.

A possible problem statement to address the above-mentioned research
possibility is to identify the impact of call centre experiences on the perceptions
customers have of South African retail banks and how these perceptions

influence customers’ decisions with regards to switching banks.
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e Online safety

As is the case with call centres, online banking is an alternative to physical
branch visits and reduces effort and turnaround times to a massive extent.
Internet banking services have extended beyond simple transacting needs to
include online opening of accounts, share and unit trust trading and updating of
personal details.

The dangers and existence of phising emails is a reality and future research
possibilities exist into the effects of perceptions of customers when their online

experiences go awry.

A possible problem statement to address the above-mentioned research
possibility is to identify the impact of online banking safety on the perceptions
customers have of South African retail banks and how these perceptions

influence customers’ decisions with regards to switching banks.
e Other role players like financial planners and business bankers.

During the research it emerged that customers experience different feelings and
emotions across the entire spectrum of banking. This study only focussed on
retail banking, but the opportunity for future research is not limited and can be
expanded to include interactions with business bankers or personal financial
planners. Experiences when applying for credit can be looked at and even

bancassurance models can be included.

A possible problem statement to address the above-mentioned research
possibility is to identify the impact that financial planners and business bankers
have on the perceptions customers have of South African retail banks and how
these perceptions influence customers’ decisions with regards to switching

banks.

Scope thus exists for research into this to determine the relevance of these

attributes in comparison with the existing attributes in the literature.

The opportunity also presents itself to expand the personal threshold model
presented. It can be expanded to include, but not limited to:
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e Call centre operations

e Online banking platforms

These two factors have been discussed and can be included in the model to

assess the extent of customers’ perceptions.

Two possible problem statements exist in order to address the above-

mentioned research possibilities:

Firstly, the aim of the research can be to identify the degree to what call centre
operations in South African retail banking impact the personal threshold model

in addition to service, assurance, reliability and attitude and bank charges.

Secondly, the aim of the research can be to identify the degree to what the
effectiveness and safety of online banking platforms of South African retail
banks impact the personal threshold model in addition to service, assurance,
reliability and attitude and bank charges.

e Competitive interest rates

A big switching barrier for customers is the price of credit, also known as
interest rates. Lower interest rates offered by another bank may lower the

personal threshold of customers, leading to easier switching.

A possible problem statement to address the above-mentioned research
possibility is to identify to what extent competitive interest rates offered by South
African retail banks impact the personal threshold model in addition to service,

assurance, reliability and attitude and bank charges.
e Operating hours

A lot of customers may feel that banks do not adhere to the same operating
hours as other businesses. Although most customers are sufficiently satisfied
with online and telephonic alternatives, the addition of operating hours as a
consideration to the personal threshold model can be explored.

A possible problem statement to address the above-mentioned research

possibility is to identify the degree to what the operating hours of by South
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African retail banks impact the personal threshold model in addition to service,

assurance, reliability and attitude and bank charges.
e Other switching costs and switching barriers

Apart from interest rates, other switching considerations exist. Bond registration
costs, as one example, may deter customers from total switching. The effect of
other switching factors can be explored by the personal threshold model in

future research.

A possible problem statement to address the above-mentioned research
possibility is to identify additional switching costs and switching barriers present
in South African retail banks and to what extent these findings impact the
personal threshold model in addition to service, assurance, reliability and

attitude and bank charges
e The importance of personal relationships and personal bankers

The effect of building relationships through a dedicated personal banker can be
looked at. Although the largest amount of retail banking customers do not have
access to this service, it is still a possibility and cannot be ignored. Future
research can look at the impact of personal service on customers’ personal
thresholds.

A possible problem statement to address the above-mentioned research
possibility is to identify the degree to what additional service offerings such as
personal bankers and relationship marketing offered by South African retall
banks impact the personal threshold model in addition to service, assurance,

reliability and attitude and bank charges

Further research can also be conducted amongst other market segments, such

as:
e Private banking

Private banking has purposefully been excluded from this study. Future
research can introduce a personal threshold model for private banking
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customers to test the impact on personalised relationship building on the

personal thresholds.

A possible problem statement to address the above-mentioned research
possibility is to identify the perceptions customers have of South African private
banks and how these perceptions influence customers’ decisions with regards

to switching banks.

A personal threshold model can also be argued with different levels and

attributes.
e Business banking

The same model can be explored for possible introduction in the business

spectrum to test the significance of a threshold model for companies.

A possible problem statement to address the above-mentioned research
possibility is to identify the perceptions customers have of South African
business banks and how these perceptions influence customers’ decisions with

regards to switching banks.

A corporate threshold model can also be argued with different levels and

attributes.
e The unbanked.

Although it seems unrealistic to introduce a personal threshold model for
individuals without bank accounts, the possibility for future research still exists.
The model might present a useful way of understanding unbanked customers.
Their needs may differ substantially from other retail customers, as they may be

less set on online safety and more on operating hours, for example.

A possible problem statement to address the above-mentioned research
possibility is to identify the perceptions unbanked customers have of South
African retail banks and how these perceptions influence customers’ decisions

with regards to joining banks.
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An unbanked threshold model can also be argued with different levels and

attributes.
e Urban versus non-urban areas

The model can be expanded to look at possible differences in perceptions
between urban and non-urban customers. Future research might prove helpful

to strategists on how to position their service offerings across regions.

A possible problem statement to address the above-mentioned research
possibility is to identify the differences, if any, in perceptions urban customers
have of South African retail banks in comparison to non-urban customers and
how these perceptions influence customers’ decisions with regards to switching

banks.

Urban and non-urban threshold models can also be argued with different levels

and attributes.

Finally the research can be widened to include other service industries such as
telecommunications and insurance markets. The case exists for the introduction

of a personal threshold model across service industries.

Three possible problem statements exist in order to address the above-
mentioned research possibilities:

Firstly, the aim of the research can be is to identify the perceptions customers
have of South African telecommunications companies and how these
perceptions influence customers’ decisions with regards to switching service

providers.

A personal threshold model can also be argued with different levels and

attributes.

Secondly, the aim of the research can be to identify the perceptions customers
have of South African insurance companies and how these perceptions

influence customers’ decisions with regards to switching insurance providers.
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A personal threshold model can also be argued with different levels and
attributes. The impact of no-claim bonuses as a possible switching barrier, for

example, can be explored.

Lastly, the aim of the research can be to introduce a personal threshold model
across service industries, with evidence from the South African retail banking

industry.
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APPENDIX A

Final Conjoint Questionnaire

Retail Banking - Customer Service Survey

Please take a moment to complete this survey. | am an MBA student at the University of the Witwatersrand and in my research report | am
looking at perceptions customers have of customer service in retail banking and whether they would consider switching.

Your Gender
PLEASE SELECT[~+|
Your Age
PLEASE SELECT[~|
Your Race
PLEASE SELECT[~]
In which province are you based?
PLEASE SELECT [+]
Your Bank

PLEASE SELECT[~]

Retail Banking - Customer Service Survey
Please rate your current Bank in terms of: Staff Attitude

[PLEASE SELECT [=]

Please rate your current Bank in terms of: Trustworthiness and reliability of Staff

[PLEASE SELECT [-]

Please rate your current Bank in terms of: Service

[PLEASE SELECT [=]

Please rate your current Bank in terms of: Bank Charges

[PLEASE SELECT =]

Are you a Private Banking Customer?

Dyes ©No

Mext
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Retail Banking - Customer Service Survey
Which of the following would you prefer? A bank where:

Staff are generally polite and caring o Staff are always friendly and caring
Service is satisfactory and acceptable e Service is exceptional in every
You cannot judge the trustworthiness i 0‘ respect

and reliability of staff k_/ « Staff appear to be trustworthy and
Bank charges amount to reliable

approximately R200 per month ¢ Bank charges amount to

approximately R300 per month

Rating: 1= strongly prefer left, 3 = somewhat prefer left, 5 = indifferent, 7 = somewhat prefer right, 9 = strongly prefer right

51 B2 ©3 ©4 (1] (3] a7 [&]:] o

Which of the following would you prefer? A bank where:

Staff are generally polite and caring o Staff are unwelcoming and indifferent
Service is exceptional in every ¢ Service is slow and apathetic

respect ‘ 0‘ « Staff have proven to be trustworthy
You cannot judge the trustworthiness k_/ and reliable

and reliability of staff e Bank charges amount to

Bank charges amount to approximately R100 per month

approximately R300 per month

Rating: 1= strongly prefer left, 3 = somewhat prefer left, 5 = indifferent, 7 = somewhat prefer right, 9 = strongly prefer right

@1 B2 ©3 ©4 (1] (3] a7 [&]:] o

Retail Banking - Customer Service Survey
Which of the following would you prefer? A bank where:

Staff are generally polite and caring ¢ Staff are unwelcoming and indifferent
Service is exceptional in every way e Service is satisfactory and acceptable
Staff appear to be trustworthy and ¢ You cannot judge the trustworthiness
reliable and reliability of staff

Bank charges amount to e Bank charges amount to
approximately R200 per month approximately R150 per month

Rating: 1= strongly prefer leff, 3 = somewhat prefer left, 5 = indifferent, 7 = somewhat prefer right, 9 = strongly prefer right

Which of the following would you prefer? A bank where:

Staff are unwelcoming and indifferent ¢ Staff are always friendly and caring
Service is satisfactory and acceptable . « Service is slow and apathetic

Staff have proven to be trustworthy + You cannot judge the trustworthiness
and reliable and reliability of staff

Bank charges amount to ¢ Bank charges amount to
approximately R200 per month approximately R100 per month

Rating: 1= strongly prefer leff, 3 = somewhat prefer left, 5 = indifferent, 7 = somewhat prefer right, 9 = strongly prefer right

73



Retail Banking - Customer Service Survey
Which of the following would you prefer? A bank where:

+ Staff are unwelcoming and indifferent

¢ Service is slow and apathetic

o Staff have proven to be trustworthy
and reliable

e Bank charges amount to
approximately R200 per month

Staff are generally polite and caring

e Service is satisfactory and acceptable

Staff appear to be trustworthy and
reliable
Bank charges amount to

approximately R100 per month

Rating: 1= strongly prefer left, 3 = somewhat prefer left, 5 = indifferent, 7 = somewhat prefer right, 9 = strongly prefer right

Which of the following would you prefer? A bank where:

Staff are always friendly and caring ¢ Staff are unwelcoming and indifferent
Service is slow and apathetic ¢ Service is exceptional in every

Staff appear to be trustworthy and respect

reliable « Staff have proven to be trustworthy
Bank charges amount to and reliable

approximately R150 per month e Bank charges amount to

approximately R100 per month

Rating: 1= strongly prefer left, 3 = somewhat prefer left, 5 = indifferent, 7 = somewhat prefer right, 9 = strongly prefer right

Retail Banking - Customer Service Survey
Which of the following would you prefer? A bank where:

Staff are unwelcoming and indifferent o Staff are generally polite and caring
Service is exceptional in every e Service is slow and apathetic
respect o Staff have proven to be trustworthy
Staff appear to be trustworthy and and reliable

reliable ¢ Bank charges amount to

Bank charges amount to approximately R300 per month
approximately R150 per month

Rating: 1= strongly prefer left, 3 = somewhat prefer left, 5 = indifferent, 7 = somewhat prefer right, 9 = strongly prefer right

Which of the following would you prefer? A bank where:

Staff are generally polite and caring o Staff are always friendly and caring
Service is exceptional in every e Service is slow and apathetic
respect + Staff appear to be trustworthy and
Staff have proven to be trustworthy reliable

and reliable e Bank charges amount to

Bank charges amount to approximately R300 per month
approximately R150 per month

Rating: 1= strongly prefer left, 3 = somewhat prefer left, 5 = indifferent, 7 = somewhat prefer right, 9 = strongly prefer right

74



Retail Banking - Customer Service Survey
Which of the following would you prefer? A bank where:

Staff are always friendly and caring o
Service is satisfactory and acceptable
Staff have proven to be trustworthy
and reliable

Bank charges amount to
approximately R150 per month

Staff are unwelcoming and indifferent

e Service is exceptional in every
respect

¢ You cannot judge the trustworthiness
and reliability of staff

e Bank charges amount to

approximately R200 per month

Rating: 1= strongly prefer leff, 3 = somewhat prefer left, 5 = indifferent, 7 = somewhat prefer right, 9 = strongly prefer right

Which of the following would you prefer? A bank where:

+ Staff are generally polite and caring

e Service is slow and apathetic

o Staff appear to be trustworthy and
reliable

e Bank charges amount to
approximately R100 per month

Staff are unwelcoming and indifferent

e Service is satisfactory and acceptable

You cannot judge the trustworthiness
and reliability of staff

Bank charges amount to
approximately R300 per month

Rating: 1= strongly prefer leff, 3 = somewhat prefer left, 5 = indifferent, 7 = somewhat prefer right, 9 = strongly prefer right

Retail Banking - Customer Service Survey
Which of the following would you prefer? A bank where:

Staff are always friendly and caring

e Service is satisfactory and acceptable
« Staff appear to be trustworthy and
reliable

Staff are unwelcoming and indifferent .

Service is slow and apathetic .

Staff have proven to be trustworthy

and reliable

Bank charges amount to ¢ Bank charges amount to

approximately R300 per month approximately R200 per month
Rating: 1= strongly prefer left, 3 = somewhat prefer left, 5 = indifferent, 7 = somewhat prefer right, 9 = strongly prefer right

©1 ©2 ©3 ©4 ©5 ©6 e7 ©8 ©9
Which of the following would you prefer? A bank where:
» Staff are always friendly and caring « Staff are generally polite and caring

Next

Service is satisfactory and acceptable e Service is exceptional in every

You cannot judge the trustworthiness respect
and reliability of staff « Staff appear to be trustworthy and
Bank charges amount to reliable

approximately R100 per month e Bank charges amount to

approximately R300 per month
Rating: 1= strongly prefer left, 3 = somewhat prefer left, 5 = indifferent, 7 = somewnhat prefer right, 9 = strongly prefer right
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Retail Banking - Customer Service Survey
Which of the following would you prefer? A bank where:

Staff are always friendly and caring
Service is exceptional in every
aspect

Staff have proven to be trustworthy
and reliable

Bank charges amount to
approximately R300 per month

Rating: 1= strongly prefer left, 3 = somewhat prefer left, 5 = indifferent, 7 = somewhat prefer right, 9 = strongly prefer right

Staff are generally polite and caring
Service is slow and apathetic

You cannot judge the trustworthiness
and reliability of staff

Bank charges amount to
approximately R200 per month

Which of the following would you prefer? A bank where:

©1 ©2

Next

Staff are unwelcoming and indifferent
Service is satisfactory and acceptable
Staff appear to be trustworthy and
reliable

Staff are generally polite and caring
Service is slow and apathetic
« Staff have proven to be trustworthy
and reliable
Bank charges amount to Bank charges amount to
approximately R300 per month approximately R150 per month
Rating: 1= strongly prefer left, 3 = somewhal prefer lefl, 5 = indifferent, ¥ = somewhat prefer righf, 9 = strongly prefer right

©3 ©4 ®5 ©6

©8

©9

()

Retail Banking - Customer Service Survey
Which of the following would you prefer? A bank where:

+ Staff are generally polite and caring

and reliable
Bank charges amount to
approximately R300 per month

+ Service is satisfactory and acceptable
Staff have proven to be trustworthy

Staff are always friendly and caring
Service is exceptional in every

respect

You cannot judge trustworthiness and
reliability of staff

Bank charges amount to
approximately R200 per month

Rating: 1= strongly prefer left, 3 = somewhat prefer left, 5 = indifferent, 7 = somewhat prefer right, 9 = strongly prefer right

Which of the following would you prefer? A bank where:

Next

Staff are unwelcoming and indifferent
Service is slow and apathetic

Staff appear to be trustworthy and
reliable

Bank charges amount to
approximately R100 per month

Staff are always friendly and caring
Service is exceptional in every
respect

Staff have proven to be trustworthy
and reliable

Bank charges amount to
approximately R150 per month
Rating: 1= strongly prefer left, 3 = somewhat prefer left, 5 = indifferent, 7 = somewhat prefer right, 9 = strongly prefer right
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Retail Banking - Customer Service Survey
Which of the following would you prefer? A bank where:

« Staff are generally polite and caring + Staff are unwelcoming and indifferent

« Service is satisfactory and acceptable

+ Service is slow and apathetic

You cannot judge the trustworthiness « Staff appear to be trustworthy and

and reliability of staff reliable
Bank charges amount to + Bank charges amount to
approximately R100 per month approximately R150 per month

Rating: 1= strongly prefer left, 3 = somewhat prefer left, 5 = indifferent, 7 = somewhat prefer right, 9 = strongly prefer right

Which of the following would you prefer? A bank where:

Staff are unwelcoming and indifferent + Staff are always friendly and caring
Service is exceptional in every + Service is satisfactory and acceptable

respect « Staff have proven to be trustworthy
You cannot judge the trustworthiness and reliable

and reliability of staff ¢ Bank charges amount to

Bank charges amount to approximately R200 per month
approximately R150 per month

Rating: 1= strongly prefer left, 3 = somewhat prefer lefl, 5 = indifferent, 7 = somewhat prefer right, 9 = strongly prefer right

®1 ©2 ®3 ©4 ®5 ®6 &7 ©8 ©9

Retail Banking - Customer Service Survey
Which of the following would you prefer? A bank where:

Staff are always friendly and caring o Staff are generally polite and caring
Service is exceptional in every e Service is satisfactory and acceptable

respect o Staff appear to be trustworthy and
You cannot judge the trustworthiness reliable
and reliability of staff e Bank charges amount to

Bank charges amount to
approximately R100 per month

Rating: 1= strongly prefer left, 3 = somewhat prefer left, 5 = indifferent, 7 = somewhat prefer right, 9 = strongly prefer right

approximately R150 per month

@1 ©2 (k] 04 B85 &6 7 ©8 ©9

Which of the following would you prefer? A bank where:

Staff are always friendly and caring « Staff are unwelcoming and indifferent
Service is slow and apathetic + Service is exceptional in every

You cannot judge the trustworthiness respect

and reliability of staff « Staff have proven to be trustworthy
Bank charges amount to and reliable

approximately R300 per month e Bank charges amount to

approximately R100 per month
Rating: 1= strongly prefer left, 3 = somewhat prefer left, 5 = indifferent, 7 = somewhat prefer right, 9 = strongly prefer right
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Retail Banking - Customer Service Survey
IN THE NEXT SECTION:

PLEASE INDICATE HOW LIKELY YOU ARE TO SWITCH TO A BANK OFFERING
YOU SPECIFIC SETS OF SERVICE ATTRIBUTES.

Retail Banking - Customer Service Survey
How likely would you be to switch from your current bank to another bank where:

« Staff are generally polite and caring

+ Service is slow and apathetic

+ Staff have proven to be trustworthy and reliable

o Bank charges amount to approximately R300 per month

Rating: 1= would definitely stay, 3 = would maybe stay, 5 = indifferent, 7 = would maybe switch, 9 = would definitely switch

©1 ©2 ©3 D4 @5 ©6 87 (o} ©o

How likely would you be to switch from your current bank to another bank where:

Staff are unwelcoming and indifferent

Service is exceptional in every respect

You cannot judge the trustworthiness and reliability of staff
Bank charges amount to approximately R300 per month

Rating: 1= would definitely stay, 3 = would maybe stay, 5 = indifferent, 7 = would maybe switch, 9 = would definitely switch

©1 @2z ©3 B4 (1] ©6 87 ©8 ©9
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Retail Banking - Customer Service Survey
How likely would you be to switch from your current bank to another bank where:

Staff are generally polite and caring

Service is slow and apathetic

You cannot judge the trustworthiness and reliability of staff
Bank charges amount to approximately R100 per month

Rating: 1= would definitely stay, 3 = would maybe stay, 5 = indifferent, 7 = would maybe switch, 9 = would definitely switch

How likely would you be to switch from your current bank to another bank where:

Staff are always friendly and caring

Service is satisfactory and acceptable

Staff have proven to be trustworthy and reliable

Bank charges amount to approximately R300 per month

Rating: 1= would definitely stay, 3 = would maybe stay, 5 = indifferent, 7 = would maybe switch, 9 = would definitely switch

Retail Banking - Customer Service Survey
How likely would you be to switch from your current bank to another bank where:

Staff are generally polite and caring

Service is exceptional in every respect

Staff have proven to be trustworthy and reliable

Bank charges amount to approximately R200 per month

Rating: 1= would definitely stay, 3 = would maybe stay, 5 = indifferent, 7 = would maybe switch, 9 = would definitely switch

@1 &z ©3 ©4 (&5 ©6 7 ©s ©9

How likely would you be to switch from your current bank to another bank where:

Staff are generally polite and caring

Service is satisfactory and acceptable

You cannot judge the trustworthiness and reliability of staff
Bank charges amount to approximately R200 per month

Rating: 1= would definitely stay, 3 = would maybe stay, 5 = indifferent, 7 = would maybe switch, 9 = would definitely switch
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Retail Banking - Customer Service Survey
How likely would you be to switch from your current bank to another bank where:

Staff are unwelcoming and indifferent

Service is satisfactory and acceptable

Staff appear to be trustworthy and reliable

Bank charges amount to approximately R300 per month

Rating: 1= would definitely stay, 3 = would maybe stay, 5 = indifferent, 7 = would maybe switch, 9 = would definitely switch

@1 @2 (k] 04 o5 ©6 e7 ©s 9

How likely would you be to switch from your current bank to another bank where:

Staff are generally polite and caring

Service is exceptional in every respect

Staff appear to be trustworthy and reliable

Bank charges amount to approximately R200 per month

Rating: 1= would definitely stay, 3 = would maybe stay, 5 = indifferent, 7 = would maybe switch, 9 = would definitely switch

Retail Banking - Customer Service Survey
How likely would you be to switch from your current bank to another bank where:

Staff are unwelcoming and indifferent

Service is exceptional in every respect

Staff have proven to be trustworthy and reliable

Bank charges amount to approximately R100 per month

Rating: 1= would definitely stay, 3 = would maybe stay, 5 = indifferent, 7 = would maybe switch, 9 = would definitely switch

How likely would you be to switch from your current bank to another bank where:

Staff are always friendly and caring

Service is satisfactory and acceptable

Staff appear to be trustworthy and reliable

Bank charges amount to approximately R100 per month

Rating: 1= would definitely stay, 3 = would maybe stay, 5 = indifferent, 7 = would maybe switch, 9 = would definitely switch
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Retail Banking - Customer Service Survey
How likely would you be to switch from your current bank to another bank where:

+ Staff are always friendly and caring
o Service is slow and apathetic

¢ You cannot judge the trustworthiness and reliability of staff
« Bank charges amount to approximately R300 per month

Rating: 1= would definitely stay, 3 = would maybe stay, 5 = indifferent, 7 = would maybe switch, 9 = would definitely switch

©1 ©2 ©3 ©4 ©5 ©6 87 ©s ©9

How likely would you be to switch from your current bank to another bank where:

Staff are unwelcoming and indifferent

Service is satisfactory and acceptable

You cannot judge the trustworthiness and reliability of staff
Bank charges amount to approximately R200 per month

Rating: 1= would definitely stay, 3 = would maybe stay, 5 = indifferent, 7 = would maybe switch, 9 = would definitely switch

©o

Retail Banking - Customer Service Survey
How likely would you be to switch from your current bank to another bank where:

o Staff are unwelcoming and indifferent

o Service is slow and apathetic

o Staff appear to be trustworthy and reliable

+ Bank charges amount to approximately R150 per month

Rating: 1= would definitely stay, 3 = would maybe stay, 5 = indifferent, 7 = would maybe switch, 9 = would definitely switch
©1 ©2 ©3 ©4 ©5 ©6 (574 ©8 ©9
How likely would you be to switch from your current bank to another bank where:

« Staff are unwelcoming and indifferent

e Service is slow and apathetic

« Staff have proven to be trustworthy and reliable

e Bank charges amount to approximately R200 per month

Rating: 1= would definitely stay, 3 = would maybe stay, 5 = indifferent, 7 = would maybe switch, 9 = would definitely switch
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Retail Banking - Customer Service Survey
How likely would you be to switch from your current bank to another bank where:

Staff are generally polite and caring

Service is satisfactory and acceptable

Staff have proven to be trustworthy and reliable

Bank charges amount to approximately R100 per month

Rating: 1= would definitely stay, 3 = would maybe stay, 5 = indifferent, 7 = would maybe switch, 9 = would definitely switch

How likely would you be to switch from your current bank to another bank where:

Staff are always friendly and caring

Service is exceptional in every respect

Staff appear to be trustworthy and reliable

Bank charges amount to approximately R200 per month

Rating: 1= would definitely stay, 3 = would maybe stay, 5 = indifferent, 7 = would maybe switch, 9 = would definitely switch

@1 Sz ©3 04 @5 ©6 ©7 ©8 ©9

Retail Banking - Customer Service Survey
How likely would you be to switch from your current bank to another bank where:

Staff are always friendly and caring

Service is satisfactory and acceptable

Staff have proven to be trustworthy and reliable

Bank charges amount to approximately R150 per month

Rating: 1= would definitely stay, 3 = would maybe stay, 5 = indifferent, 7 = would maybe switch, 9 = would definitely switch

(@) @2 @3 ©4 (1] ©6 ©7 ©O8 ©9

How likely would you be to switch from your current bank to another bank where:

Staff are generally polite and caring

Service is satisfactory and acceptable

Staff appear to be trustworthy and reliable

Bank charges amount to approximately R150 per month

Rating: 1= would definitely stay, 3 = would maybe stay, 5 = indifferent, 7 = would maybe switch, 9 = would definitely switch
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Retail Banking - Customer Service Survey
How likely would you be to switch from your current bank to another bank where:

o Staff are always friendly and caring

o Service is exceptional in every respect

¢ You cannot judge the trustworthiness and reliability of staff
« Bank charges amount to approximately R150 per month

Rating: 1= would definitely stay, 3 = would maybe stay, 5 = indifferent, 7 = would maybe Switch, 9 = would definitely switch

@1 @2 @3 @4 @5 ©6 @7 ©8 ©9

How likely would you be to switch from your current bank to another bank where:

Staff are always friendly and caring

Service is slow and apathetic

Staff appear to be trustworthy and reliable

Bank charges amount to approximately R200 per month

* e o0

Rating: 1= would definitely stay, 3 = would maybe stay, 5 = indifferent, 7 = would maybe switch, 9 = would definitely switch

@1 ©2 @3 ©4 @5 ©6 @7 ©s ©9

Further comments on your Retail Banking service

Your Survey has been Submitted - Thank you again for taking your valuable time to complete this
Survey.

THANKYOU

\
 Tharke®
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APPENDIX B

NCSS Results — Proposition One

One-Sample T-Test Report
Page/Date/Time 1 2011/07/06 11:39:42
Database
Variable Utility_of Current_Bank

Descriptive Statistics Section

Standard Standard 95.0% LCL 95.0% UCL
Variable Count Mean Deviation Error of Mean of Mean
Utility_of_Current_Bank 101 18.71251 96.27058 9.579281 -0.2925093 37.71753
T for Confidence Limits = 1.9840
Tests of Assumptions Section
Assumption Value Probability Decision(.050)
Skewness Normality -3.0121 0.002594 Reject normality
Kurtosis Normality 0.6809 0.495932 Cannot reject normality
Omnibus Normality 9.5365 0.008495 Reject normality
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Correlation Coefficient

T-Test For Difference Between Mean and Value Section

Alternative Prob
Hypothesis T-Value Level
Utility_of Current_Bank<>0 1.9534 0.053562
Utility_of Current_Bank<0 1.9534 0.973219
Utility_of Current_Bank>0 1.9534 0.026781

Nonparametric Tests Section

Quantile (Sign) Test

Null Quantile Number Number
Quantile (Q0)  Proportion Lower Higher
0 0.5 32 69

Wilcoxon Signed-Rank Test for Difference in Medians

W Mean Std Dev Number
Sum Ranks of W of W of Zeros
3373 2575.5 295.191 0

Reject HO
at .050
No

No

Yes

H1:Q<>Q0
Prob Level

0.000296

Power Power
(Alpha=.05) (Alpha=.01)
0.489956 0.256336
0.000168 0.000011

0.616133 0.344834

H1:Q<Q0 H1:Q>Q0
Prob Level Prob Level

0.999935 0.000148

Number Sets Multiplicity

of Ties

0
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Approximation Without Approximation With

Exact Probability Continuity Correction Continuity Correction
Alternative Prob Reject HO Prob Reject HO Prob Reject HO
Hypothesis Level at .050 Z-Value Level at .050 Z-Value Level at .050
Median<>0 2.7016 0.006900 Yes 1.0000 0.006935 Yes
Median<0 2.7016 0.996550 No 2.7033 0.996568 No
Median>0 2.7016 0.003450 Yes 2.6999 0.003468 Yes
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One-Sample T-Test Report
Page/Date/Time 2 2011/07/06 11:39:42
Database

Variable Utility_of _Current_Bank

Plots Section

Average-Difference Plot Histogram of Utility_of_Current_Bank Normal Probability Plot of Utility_of_Curment_Bank
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Difference Utility_of_Current_Bank Expected Normals
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APPENDIX C

NCSS Results — Proposition Two

Page/Date/Time 1 2011/07/05 11:34:12

Database

Variable X1 = Charges, X2 = Service

Descriptive Statistics Section

Variable Count Mean

Charges 101 16.26129
Service 101 32.42941
Difference 101 -16.16812

T for Confidence Limits = 1.9840

Paired T-Test Report

Standard

Deviation

14.63424

13.28554

2241731

Standard
Error

1.456161
1.321961

2.230606
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95.0% LCL

of Mean

13.3723

29.80667

-20.59358

95.0% UCL

of Mean

19.15027

35.05214

-11.74266



Tests of Assumptions about Differences Section

Assumption Value
Skewness Normality 2.6242
Kurtosis Normality 2.5998
Omnibus Normality 13.6452
Correlation Coefficient -0.287694

Probability
0.008686
0.009328

0.001089

T-Test For Difference Between Means Section

Alternative

Hypothesis T-Value
Charges-Service<>0 -7.2483
Charges-Service<0 -7.2483
Charges-Service>0 -7.2483

Nonparametric Tests Section

Quantile (Sign) Test

Null Quantile Number
Quantile (Q0)  Proportion Lower
0 0.5 83

Prob
Level
0.000000
0.000000

1.000000

Number
Higher

18

Decision(.050)
Reject normality
Reject normality

Reject normality

Reject HO Power Power

at .050 (Alpha=.05) (Alpha=.01)

Yes 1.000000 0.999997

Yes 1.000000 0.999999

No 0.000000 0.000000
H1:Q<>Q0 H1:Q<QO0 H1:Q>Q0
Prob Level Prob Level Prob Level
0.000000 0.000000 1.000000

89



Wilcoxon Signed-Rank Test for Difference in Medians

w
Sum Ranks

753.5

Alternative
Hypothesis
X1-X2<>0
X1-X2<0

X1-X2>0

Page/Date/Time
Database

Variable

Mean Std Dev Number Number Sets Multiplicity
of W of W of Zeros of Ties Factor
2575.5 295.1908 0 1 6
Approximation Without Approximation With
Exact Probability Continuity Correction Continuity Correction
Prob Reject HO Prob Reject HO Prob
Level at .050 Z-Value Level at .050 Z-Value  Level
6.1723 0.000000 Yes 1.0000 0.000000
-6.1723 0.000000 Yes -6.1706 0.000000
-6.1723 1.000000 No -6.1740 1.000000

Paired T-Test Report

2 2011/07/05 11:34:12

X1 = Charges, X2 = Service
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at .050
Yes

Yes
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Plots Section

Histogram of Differences
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APPENDIX D

NCSS Results — Hypothesis Three

Paired T-Test Report

Page/Date/Time 1 2011/07/05 11:38:18
Database
Variable X1 = Reliability_Attitude, X2 = Service

Descriptive Statistics Section

Standard Standard
Variable Count Mean Deviation Error
Reliability Attitude 101 24.36208 11.28367 1.122767
Service 101 32.42941 13.28554 1.321961
Difference 101 -8.067327 19.56373 1.946664
T for Confidence Limits = 1.9840
Tests of Assumptions about Differences Section
Assumption Value Probability Decision(.050)

Skewness Normality -0.5935 0.552869

92

95.0% LCL

of Mean

22.13454

29.80667

-11.92945

Cannot reject normality

95.0% UCL

of Mean

26.58962

35.05214

-4.205201



Kurtosis Normality 3.0326 0.002425
Omnibus Normality 9.5488 0.008443
Correlation Coefficient -0.263201

T-Test For Difference Between Means Section

Alternative Prob
Hypothesis T-Value Level
Reliability Attitude-Service<>0-4.1442 0.000071
Reliability _Attitude-Service<0 -4.1442 0.000036
Reliability _Attitude-Service>0 -4.1442 0.999964

Nonparametric Tests Section

Quantile (Sign) Test

Null Quantile Number Number
Quantile (Q0)  Proportion Lower Higher
0 0.5 73 28

Wilcoxon Signed-Rank Test for Difference in Medians
w Mean Std Dev Number

Sum Ranks of W of W of Zeros

Reject normality

Reject normality

Reject HO Power Power

at .050 (Alpha=.05) (Alpha=.01)
Yes 0.983988 0.933088
Yes 0.993264 0.960912

0.000000 0.000000

H1:Q<>Q0 H1:Q<Q0
Prob Level Prob Level

0.000009 0.000004

Number Sets Multiplicity

of Ties Factor
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1204 2575.5 295.1908 0 1 6

Approximation Without Approximation With
Exact Probability Continuity Correction Continuity Correction
Alternative Prob Reject HO Prob Reject HO Prob Reject HO
Hypothesis Level at .050 Z-Value Level at .050 Z-Value  Level at .050
X1-X2<>0 4.6461 0.000003 Yes 1.0000 0.000003 Yes
X1-X2<0 -4.6461 0.000002 Yes -4.6445 0.000002 Yes
X1-X2>0 -4.6461 0.999998 No -4.6478 0.999998 No
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Paired T-Test Report
Database
Variable
Plots Section

Histogram of Differences
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APPENDIX E

NCSS Results — Hypothesis Four

Paired T-Test Report

Page/Date/Time 1 2011/07/05 11:39:18
Database
Variable X1 = Assurance, X2 = Service

Descriptive Statistics Section

Standard Standard 95.0% LCL
Variable Count Mean Deviation Error of Mean
Assurance 101 26.94634 14.43718 1.436553 24.09626
Service 101 32.42941 13.28554 1.321961 29.80667
Difference 101 -5.483069 23.39077 2.327468 -10.1007
T for Confidence Limits = 1.9840
Tests of Assumptions about Differences Section
Assumption Value Probability Decision(.050)

Skewness Normality -1.1163 0.264296

Cannot reject normality

96

95.0% UCL

of Mean

29.79642

35.05214

-0.8654382



Kurtosis Normality 1.0915 0.275068
Omnibus Normality 2.4374 0.295613
Correlation Coefficient -0.422799

T-Test For Difference Between Means Section

Alternative Prob
Hypothesis T-Value Level
Assurance-Service<>0 -2.3558 0.020433
Assurance-Service<0 -2.3558 0.010217
Assurance-Service>0 -2.3558 0.989783
Nonparametric Tests Section

Quantile (Sign) Test

Null Quantile Number Number
Quantile (Q0)  Proportion Lower Higher
0 0.5 54 47

Wilcoxon Signed-Rank Test for Difference in Medians

W Mean Std Dev Number
Sum Ranks of W of W of Zeros
2011 2575.5 295.1906 0

Cannot reject normality

Cannot reject normality

Reject HO Power Power

at .050 (Alpha=.05) (Alpha=.01)

Yes 0.645499 0.397802

Yes 0.756462 0.499035

No 0.000034 0.000002
H1:Q<>Q0 H1:Q<Q0  H1:Q>QO0
Prob Level Prob Level Prob Level
0.550709 0.275354 0.786920

Number Sets Multiplicity
of Ties Factor

2 12
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Approximation Without Approximation With

Exact Probability Continuity Correction Continuity Correction
Alternative Prob Reject HO Prob Reject HO Prob Reject HO
Hypothesis Level at .050 Z-Value Level at .050 Z-Value Level at .050
X1-X2<>0 1.9123 0.055835 No 1.0000 0.056052 No
X1-X2<0 -1.9123 0.027917 Yes -1.9106 0.028026 Yes
X1-X2>0 -1.9123 0.972083 No -1.9140 0.972191 No
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Database

Variable

Plots Section

X1 = Assurance, X2 = Service

Histogram of Differences
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APPENDIX F

NCSS Results — Hypothesis Five

One-Sample T-Test Report
Page/Date/Time 1 2011/07/20 14:21:32
Database
Variable Threshold

Descriptive Statistics Section

Standard Standard 95.0% LCL 95.0% UCL
Variable Count Mean Deviation Error of Mean of Mean
Threshold 97 110.6209 329.6373 33.4696 44.18428 177.0575
T for Confidence Limits = 1.9850
Tests of Assumptions Section
Assumption Value Probability Decision(.050)
Skewness Normality 8.5276 0.000000 Reject normality
Kurtosis Normality 6.3799 0.000000 Reject normality
Omnibus Normality 113.4234 0.000000 Reject normality
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Correlation Coefficient

T-Test For Difference Between Mean and Value Section

Alternative Prob
Hypothesis T-Value Level
Threshold<>0 3.3051 0.001336
Threshold<0 3.3051 0.999332
Threshold>0 3.3051 0.000668

Nonparametric Tests Section

Quantile (Sign) Test

Null Quantile Number Number
Quantile (Q0)  Proportion Lower Higher
0 0.5 39 58

Wilcoxon Signed-Rank Test for Difference in Medians

W Mean Std Dev Number
Sum Ranks of W of W of Zeros
3282 2376.5 277.9141 0

Reject HO
at .050
Yes

No

Yes

H1:Q<>Q0
Prob Level

0.067052

Power Power
(Alpha=.05) (Alpha=.01)
0.905225 0.749218
0.000000 0.000000

0.949167 0.824333

H1:Q<Q0 H1:Q>Q0
Prob Level Prob Level

0.979135 0.033526

Number Sets Multiplicity

of Ties

0
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Approximation Without Approximation With

Exact Probability Continuity Correction Continuity Correction
Alternative Prob Reject HO Prob Reject HO Prob Reject HO
Hypothesis Level at .050 Z-Value Level at .050 Z-Value Level at .050
Median<>0 3.2582 0.001121 Yes 1.0000 0.001128 Yes
Median<0 3.2582 0.999439 No 3.2600 0.999443 No
Median>0 3.2582 0.000561 Yes 3.2564 0.000564 Yes
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Database

Variable

Plots Section

Threshold

Histogram of Threshold
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